Abstract-Actual corporate marketing network tend to have a large and complex network structure, which affect the operation of enterprises and even dominate marketing network. Based on complex network theory, stability and effectiveness of the definition of corporate marketing network, the establishment of the enterprise network marketing raw form model to analyze effective and stable corporate marketing network features.
establishment of conditions for the formation of student enterprise marketing network model to analyze the effective marketing network and a stable marketing network to meet. And numerical column will be described.
II. CORPORATE MARKETING NETWORK AVAILABILITY AND STABILITY DEFINITION

A. Corporate marketing network representation mark
Consider a finite individuals (to participate in corporate marketing activities of organizations or individuals) consisting of marketing network, with nodes represent participation in corporate marketing activities of organizations or individuals (marketing network member). 
B. Corporate marketing network availability and stability
The formation of enterprise marketing network is the result of market economy organization or individual (economic actors) rational decision-making behavior, which can be considered to form a network of corporate marketing organization or endogenous process of individual economic activity, can be used similar Nash Equilibrium as a starting point for analysis of corporate marketing network formation process modeling [5] . By giving each enterprise marketing network nodes i (node represents corporate marketing organization or a network) function : i u C R to make some kind of reward for each organization or individual can make a rational policy choice, and thereby induce some across the entire network species total utility function. If the marketing network in the presence of a pair of late with two nodes connected by an edge, wherein at least one node is considered to delete this side will be better for him; or if there is a pair of two individuals not connected by an edge, they are consider adding an edge will both be better for both of them; then the business marketing network thus formed is unstable otherwise it is stable pairs. This shows that, during the formation of corporate marketing network nodes in why some transactions or the establishment of product supply and demand relationship and exchange of information to other nodes and maintain this relationship, and some have established product supply and demand information exchange transaction or node can not sustain this relationship species relationship. Effective business marketing network referred to when business marketing network to achieve optimal total utility function, and effectiveness is used to measure of the formation of whether an indicator of optimality. Without loss of generality, so that the total effect of corporate marketing network to meet the normalization conditions: 
if there is no one pair of network members want to build product supply and demand transaction or information exchange relations, but also did not want to disconnect any network members and other network members established product supply and demand transaction or information exchange relations , then the marketing network G called stable, stable marketing network to meet the following two conditions:
In a stable business marketing network in neither one willing to Wang Yuan disconnect between their existing trading relationship between supply and demand of products or information exchange relations, nor a pair of network members are willing to build products between them supply and demand relationship or transaction information exchange relations. Decree:
The formula gives the utility value between the node i and the node j product supply and demand information 
G G 
Effective corporate marketing network is not unique.
For example the set of enterprise marketing network G utility function for each network members depends only on contact with the other circumstances of the members but nothing to do with the specific network members, all with the topology of the same marketing network marketing network G and ' G has the same total utility.
III. ENDOGENOUS MODEL OF CORPORATE MARKETING NETWORK
A. Endogenous model
The members of enterprise Marketing network with other network members around it due to supply and demand transaction or information exchange product and have contact, and derive some utility as income [6] . It is assumed that, if the utility is an indirect product of supply and demand between the two members transaction or information exchange and contact, then it will get connected with the distance between them diminishes. At the same time as each other members has to maintain relationships with its direct product supply and demand transaction or information exchange and contact between, which will also take it to maintain the normal operation of this relationship and to pay certain costs. And each of the network members need to maintain relationships with other network members and it happens direct product supply and demand transaction or information exchange and contact between the cost paid, without the need to maintain its direct marketing network does not occur in product supply and demand transaction or relations of exchange of information and other network members to pay any fees. Members if both product supply and demand information exchange transaction does not occur directly or indirectly linked to the direct product of supply and demand can never happen transactions or changes to supply and demand information exchange transactions or exchange of information and to obtain a direct product of a positive utility value, they will product supply and demand will increase in direct transaction or information exchange occurs;And if a particular utility to maintain the members found it a direct product of supply and demand transaction or information exchange relationships with other network members are derived from them is negative, he will break the direct communication with the network members supply and demand transaction or product information . Each network members through this growing disconnect evolution or linked, if this will tend to reach some kind of stable marketing network, the network is thus formed is regarded as the endogenous formation of corporate marketing network [7] .Specifically, the corporate marketing network G at the moment t , we assume that the network paid member i has the following functions: According to the above definition, the enterprise marketing network model is formed by students of the emerging network architecture evolution will depend on the utility function (3) formula given, of course, we can also promote the above utility function to a more general case, in order to generate the desired more different topologies marketing network.
The paper will not be concerned about the formation of a stable network of corporate marketing dynamic process, the first to examine the definition of one of the companies marketing network. Here we will study: meet the definition of stability according to corporate marketing network exist? If present, they will be what structure? Its effectiveness and how? The following will examine these issues. 
B. Effective and stable corporate marketing network features
which is: ( ) 
The formula does not depend on m , which indicates that: （ 3 ） For not fully connected marketing network G , then there can be added to the side so that the network expansion is G  . In this case, the total utility value will
